The relationship between environmental organizations and the corporate sector has gradually shifted toward the collaborative end, resulting in a broad array of "green alliances". In this paper, we focus on the strategies whereby environmental organizations seek to collaborate with private companies. In particular, we explore whether the ecophilosophy of an environmental organization-i.e., a set of values, attitudes, and beliefs about the natural environmentinfluences the selection of collaborative strategies. To address this question, we conducted two case studies of environmental organizations with a diverse ecophilosophy-namely, Greenpeace and WWF. In the cases, we covered a broad spectrum of collaborative strategies while also taking into account contextual factors with a possible influence on strategy selection. Building on our findings, we argue that ecophilosophy drives the selection of collaborative strategies and at the same time provides the lenses through which environmental organizations make sense of their operating context. We conclude by discussing the implications of our findings and by suggesting directions for future research on environmentalist-business collaboration.
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INTRODUCTION
As sustainable development entered the political agenda, the relationship between environmental organizations and the corporate sector has gradually shifted toward the collaborative end. Since the sustainability paradigm provided an integrated framework for looking at economic, ecological, and social problems, the long-standing adversaries began to join forces in search for viable solutions (Murphy and Bendell 1997) . Although adversarial relationships continue to arise (Rehbein, Waddock and Graves 2004; den Hond and de Bakker 2007; Zietsma and Winn 2007) , anecdotal evidence suggests an increase in the number and scope of "green alliances" (Milne, Iyer and Gooding-Williams 1996; Crane 1998a; Stafford and Hartman 1998; Parker and This collaborative turn is receiving increasing attention in studies of both business and nonprofit organizations, with a range of theoretical perspectives being brought to bear on the constitution of green alliances. A promising stream of literature suggests considering the "reverse side" of stakeholder theory-i.e., to examine the perspective of the environmental stakeholder seeking to influence a target company (Clair, Milliman and Mitroff 1995; Turcotte 1995; Pleuune 1997; Frooman 1999; Frooman and Murrell 2005; Hendry 2005; Henriques and Sharma 2005; Hendry 2006; Zietsma and Winn 2007; van Huijstee and Glasbergen 2010) .
From this perspective, Phillips (2002) first introduced the term "corporate engagement" to indicate the practices-either adversarial or collaborative-by which a non-governmental organization seeks to engage with a private company. Hendry (2006) developed a model of corporate targeting by examining which factors lead an environmental organization to take aim at 2 a particular firm. She suggested that environmental organizations first select an engagement strategy that is adversarial or collaborative in nature and subsequently identify a corporate target which is consistent with that engagement strategy. Clair et al. (1995) focused on the collaborative side of the engagement continuum and advanced propositions to explain why an environmental organization may join forces with a private company. They suggested that the ecophilosophy of the environmental organization and the characteristics of the prospect partner are both antecedents of collaborative engagement.
Like Clair et al. (1995) , most scholars have built on the assumption that an anthropocentric (moderate) ecophilosophy paves the way to collaborative engagement, whereas an ecocentric (radical) ecophilosophy leads to adversarial targeting (Naess 1973; Mitchell, Mertig and Dunlap 1992; Hartman and Stafford 1997; Elkington and Fennell 1998; Winston 2002; Switzer 2004) . However, such an assumption is called into question as the collaborative turn extends also to ecocentric organizations (Heap 2000; Stafford, Polonsky and Hartman 2000; den Hond and de Bakker 2007) . Moreover, collaborative engagement is not uniform but rather takes different forms-ranging from preliminary to transformational collaborations concerned with reforming business operations. Such collaborative strategies involve different degrees of intensity-in terms of mutual obligation, commitment and closeness between the parties in the relationship. The linkage between ecophilosophy and collaborative engagement thus needs to be explored at a deeper level, while also taking into consideration the full range of collaborative strategies.
In this paper, we address the question of whether the ecophilosophical orientation influences the environmental organization's selection of collaborative strategies for corporate engagement. In particular, we examine the importance of ecophilosophy as compared to other 3 factors with a likely influence on strategy choices, such as the characteristics of the prospect partner and the environmental issue at hand. While the current literature has discussed ecophilosophy with regard to both adversarial and collaborative strategies, we focus on the collaborative end. By so doing, we provide deeper insights into the influence of ecophilosophy, moving beyond the dichotomy between confrontation and collaboration.
To address our research question, we conducted two case studies, comparing the collaborative strategies undertaken by environmental organizations with a different ecophilosophy-namely, Greenpeace and WWF. Building upon the findings of our case studies, we argue that ecophilosophy drives the selection of collaborative strategies; with anthropocentrism (ecocentrism) leading to the selection of high-intensity (low-intensity) strategies. Furthermore, ecophilosophy provides the lenses through which environmental organizations make sense of contextual factors such as the environmental issue at hand and the characteristics of the corporate target. In turn, perceptions of contextual factors contribute to influence strategy selection, mostly by reinforcing the association between anthropocentrism (ecocentrism) and high-intensity (low-intensity) collaboration strategies.
We structure our paper as follows: In the next section, we review the literature on the influence of ecophilosophy-and contextual factors-on the engagement strategies of environmental organizations. We then take a closer look at the collaborative side of the relationship, by introducing a typology where collaborative strategies are organized along a continuum ranging from high to low intensity. After introducing the methodology used to design our case studies, we outline Greenpeace and WWF's relationship with the corporate sector, and discuss examples of the collaborative strategies sought after by the two environmental 4 organizations. We conclude by elaborating on the implications of our findings, and by suggesting directions for future research in the area of business-environmentalist collaboration.
INFLUENCE OF ECOPHILOSOPHY ON STRATEGY SELECTION
Ecophilosophy is the founding ideology of an environmental organization, reflecting a set of values, attitudes, and beliefs about the natural environment and the relationship between man and nature (Fox 1994; Clair et al. 1995; Pleuune 1997; Sinha 1998) . The basic focus of ecophilosophy is expressed along a continuum ranging from a purely anthropocentric to a purely ecocentric perspective. On the one hand, the anthropocentric perspective emphasizes the instrumental value of nature, suggesting that ecological sustainability is functional for ensuring the continuity of humankind. On the other hand, the ecocentric perspective underscores the intrinsic value of nature, advancing the view that every living thing is endowed with an equal right to share the wealth of the planet.
Although the literature consistently indicates that ecophilosophy is central to the identity of environmental organizations, diverse views can be distinguished as to the influence of ecophilosophy in shaping their engagement strategies (Pleuune 1997) . Some scholars suggest that the ecophilosophy drives the strategy, while others suggest that the strategy is heavily dependent on the external context of the environmental organization. Among the contextual factors that influence strategy selection, scholars have consistently indicated i) the profile of the corporate target and ii) the organization of the problem domain. The first encompasses the organizational and environmental characteristics of the target company (Clair et al., 1995; Hendry, 2005 Hendry, , 2006 .
The second refers to the degree of clarity about the causes of the problem at hand and the consensus about which stakeholders should have a voice in the debate (Trist 1983; Gray and Hay 1986; Westley and Vredenburg 1991) . In the following section, we review the literature debate 5 on the influence of ecophilosophy-and contextual factors-in orienting the engagement strategy of environmental organizations. As discussed below, we identified three main positions-which we labeled as the centralist, relativist, and marginalist views of ecophilosophy.
Centralist View of Ecophilosophy
A first literature stream suggests that the selection of engagement strategies depends almost entirely on the ecophilosophical orientation of the environmental organization (Naess 1973; Mitchell et al. 1992; Hartman and Stafford 1997; Elkington and Fennell 1998; Dalton, Recchia and Rohrschneider 2003; Switzer 2004 ). This literature stream advances a dichotomous view, suggesting that anthropocentric organizations resort to collaborative methods whereas ecocentric organizations favor adversarial methods. In this perspective, ecophilosophy and strategy are strictly intertwined and they both are stable characteristics of an environmental organization. Such an assumption can be found for example in Hartman and Stafford (1997) , who distinguish eco-activists and market liberals based on their ecophilosophy and engagement strategies. Yet this perspective fails to account for the possibility that other factors, such as for example the characteristics of the corporate target, may contribute to influencing an environmental organization's selection of engagement strategies. Furthermore, this literature stream focuses almost exclusively on the extreme poles of the ecophilosophical spectrum. The middle ground between anthropocentrism and ecocentrism is largely unexplored, and the question of how ecophilosophical nuances shape collaborative engagement remains unaddressed.
Relativist View of Ecophilosophy
A second literature stream disentangles the ecophilosophical orientation and the engagement strategy (Jamison, Eyerman, Cramer and Laessoee ; Norton 1991; Turcotte 1995; 6 Meyer 2004; den Hond and de Bakker 2007; O' Brien 2010) . The ecophilosophy provides the rationale for addressing an ecological issue whereas the strategy consists of the actions that the environmental organization undertakes to address such an issue. From this perspective, the ecophilosophy does shape the attitude toward the corporate sector, but contextual conditions intervene to influence the engagement strategy. The ecophilosophy is therefore a stable characteristic of the environmental organization whereas the engagement strategy varies depending on the context. Compared to the centralist view, this perspective has the merit to account for unexpected patterns of corporate engagement observed in empirical studies of environmental organizations. For example, Stafford et al. (2000) found that radical-wing organizations may on occasion cooperate with the corporate sector to take advantage of opportunities emerging in their operating context. Similarly, Turcotte (1995) found that environmental organizations may simultaneously resort to adversarial and collaborative engagement to accelerate progress in corporate sustainability.
Marginalist View of Ecophilosophy
A third literature stream suggests that contextual conditions are likely to exert a prevailing influence over the engagement strategy (Westley and Vredenburg 1991; Lober 1997; Pleuune 1997 ). For example, Pleuune (1997) found that the strategies of environmental organizationseither adversarial or collaborative-are to a large extent determined by the dominant framing of the problem in society. Similarly, Westley and Vredenburg (1991) proposed that the organization of the problem domain drives the selection among alternative strategies for collaborative engagement. When the problem domain is underorganized, conflict is diffused, non-specific, and unstructured; as a result, environmental organizations are likely to select covert and incremental strategies for collaborative engagement. On the contrary, an organized problem domain lays the 7 foundation for the emergence of close partnerships, where domain stakeholders join forces to solve a commonly understood problem. By suggesting that the strategy is formulated in interaction with the problem domain, this perspective brings the advantage of seeing the environmental organization as embedded in a broader context. Moreover, this literature stream has taken a closer look at the collaborative side of the engagement continuum by attempting to associate contextual factors with diverse collaborative strategies. However, this perspective seems to ignore the suggestion that ideological discourses play a central role in shaping the strategies of activist groups (den Hond and de Bakker 2007).
While providing interesting insights, the reviewed literature is not exhaustive in regard to the influence of ecophilosophy on the engagement strategies of environmental organizations. On the one hand, the centralist and relativist views have recognized the influence of ecophilosophy on corporate engagement, but limited the appreciation of engagement strategies to a simplistic distinction between collaborative and adversarial. On the other hand, the marginalist view has advanced a more nuanced understanding of collaborative strategies but largely neglected the ecophilosophical component.
In the remainder of the paper, we will address the following research questions: Does the ecophilosophical orientation shape the choice among alternative strategies for collaborative engagement? Do contextual factors intervene to influence the selection of collaborative strategies? To address these questions, we will first take a closer look at the different strategies by which environmental organizations seek to engage in a collaborative relationship with the corporate sector.
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COLLABORATIVE STRATEGIES FOR CORPORATE ENGAGEMENT
In this section, we present a typology a in which collaborative strategies are distributed along a continuum ranging from a lower to a higher degree of collaboration intensity (Figure 1 ).
Collaboration intensity refers to the degree of mutual obligation, commitment and closeness between the parties in the relationship (Westley and Vredenbrug 1991) . Low-intensity collaboration implies loose ties, whereas high-intensity collaboration requires the parties to commit substantial resources for the constitution of a communal enterprise. In the next paragraphs, we describe the collaborative strategies, starting from the left side of the continuum.
We also indicate the contextual factors under which each strategy is expected to occur, whenever such information is available in the literature.
Strategic bridging is a preliminary form of collaboration in which an environmental organization takes the role of a bridge to connect previously separate stakeholders into a dialogue (Brown 1991; Westley and Vredenburg 1991; Sharma, Vredenburg and Westley 1994; Stafford et al. 2000; Garcia and Vredenburg 2003; Lertzman, Garcia and Vredenburg 2009) . For example, in the 1990s Pollution Probe attempted to create a bridge between environmental organizations and the retail industry, by articulating a vision for the then-emerging domain of sustainable consumption (Westley and Vredenburg 1991) . Westley and Vredenburg (1991) proposed that strategic bridging occurs when the boundaries of the problem domain are in dispute and domain stakeholders are unwilling to collaborate on their own initiative. In this context, the bridging 9 organization lays the ground for future collaboration, by advancing the articulation of the problem domain and establishing norms for interaction (Brown 1991) .
The stakeholder approach (Turcotte 1995; Hendry 2004; Hendry 2005; Hendry 2006 ) is an instrumental form of collaboration, where the environmental organization enlists the support of corporate allies to increase pressure over a target company. The corporate allies are strategically selected among stakeholders, such as customers, suppliers, and shareholders, who control resources of vital importance for the corporate target (Hendry 2006) . As the collaborative engagement is functional to constrain the corporate target, the stakeholder approach is a "mixed zone" between collaboration and confrontation (Turcotte 1995) . According to Turcotte (1995) , the stakeholder approach is most likely to occur on the background of a turbulent environment, where domain stakeholders tend to accuse each other for liability in ecological degradation.
Indeed, a conflicting and under-organized problem domain provides an environmental organization with greater space of maneuver to play off corporate stakeholders against the target.
A marketing agreement (e.g., corporate sponsorship, product licensing, product endorsement) is a transactional collaboration in which the partners cooperate to achieve reciprocal advantages from a marketing initiative Menon and Menon 1997; Crane 1998b; Stafford and Hartman 1998) . According to Heap (2000) and Stafford and Hartman (1998) , an environmental organization is more likely to resort to marketing agreements when the corporate partner presents a positive record of environmental performance.
Since marketing agreements do not provide the possibility to revise corporate operations, an environmental organization may prefer avoiding associations with a company liable of ecological degradation.
A task force or (multi-stakeholder) roundtable is a consultative form of collaboration in which environmental organizations and private companies-often together with other 10 stakeholders-gather to address an ecological problem (Lober 1997; Stafford and Hartman 1998; Turcotte and Pasquero 2001; Calton and Payne 2003; Cummins 2004; Poncelet 2004; van Huijstee and Glasbergen 2008) . By leveraging the expertise of the environmental partner, the task force develops recommendations for the greening of business practices. However, the implementation of the task force recommendations is not binding on corporate partners.
A systems alliance is a transformational relationship in which the environmental organization assists the corporate partner in reforming its business operations toward a sustainable end (Clair et al. 1995; Stafford and Hartman 1996; Crane 1998b; Stafford and Hartman 1998; Livesey 1999) . Compared to task forces, systems alliances are designed for action, present a longer-term orientation, and entail more comprehensive relationships between the environmental and the corporate partners.
RESEARCH METHODOLOGY
The case study method seems particularly appropriate for understanding the influence of ecophilosophy on the collaborative strategies whereby environmental organizations engage with the corporate sector. First, research on collaborative engagement is still in its early stages and the influence of ecophilosophy has not yet been systematically explored. Second, our research question requires analytical deepness to account for the contextual factors surrounding strategy selection. As suggested by Yin (1994, p. 13) , the case study method enables exploring "a contemporary phenomenon within its real-life context, especially when the boundaries between phenomenon and context are not clearly evident".
In order to account for the influence of ecophilosophy on strategy selection, we chose the cases of two environmental organizations with a diverse ecophilosophical orientation-Greenpeace and WWF. Greenpeace is situated toward the ecocentric end of the 11 ecophilosophical spectrum, because of its tendency to emphasize a deep connection to the natural environment. On the contrary, WWF embraces an anthropocentric ecophilosophy whereby the conservation of natural resources is functional to ensure the well-being and survival of humanity.
While presenting differences in their ecophilosophical orientation, Greenpeace and WWF are comparable as regards their organizational size and international presence. This similarity enables ruling out alternative factors-such as differences in budget or professionalization-that may intervene to influence strategy choices (Frooman and Murrell 2005; Nicholson-Crotty 2009) .
As shown in the Appendix, the case studies have been built using multiple sources of evidence (i.e., websites, documents, and in-depth interviews), allowing for the development of convergent lines of inquiry (Yin 1994) . We structured our research in three phases: exploration, deepening, and analysis. In the exploration phase, we analyzed documentary sources (brochures, letters, presentations, press releases, and reports) to understand the ecophilosophical principles and engagement strategies of Greenpeace and WWF. In so doing, we identified examples of their collaboration strategies (Tables I-II) , spanning the entire continuum from low-to high-intensity collaboration. Such examples have been selected for being typical of the engagement strategies of the two environmental organizations, and/or for representing a milestone in their relationship with the corporate sector.
During the deepening phase, we conducted semi-structured in-depth interviews with senior staff members of Greenpeace and WWF who were involved in the selected examples of collaborative strategies (Tables I-II) . The interviews focused on the rationale and the factors behind the selection of the diverse strategies. For each collaboration example, we integrated evidence from other publications and reports, thereby including second-order data among our sources of evidence. We also searched newspaper articles via Lexis Nexis to gather further information on contextual factors, and to gain an understanding of the corporate perspective.
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In the analysis phase, we integrated the data collected in order to map out the relationships between ecophilosophy, context, and strategy. For each case study, we arranged the data in a tabular format (Miles and Huberman 1994) displaying the constructs of interests (i.e., ecophilosophy, context, and strategy). Afterwards, a case study report was written, through a process of constant iteration between the data and the conceptualization of the findings. Whereas the first author collected the data, the analysis phase involved dialogue within the research team, with the case study reports being circulated, discussed and refined in several rounds of revisions.
GREENPEACE AND WWF'S ENGAGEMENT STRATEGIES Greenpeace
Greenpeace defines itself as "an independent, campaigning organization that uses direct action and creative confrontation to expose global environmental problems, and to force solutions for a green and peaceful future" (www.greenpeace.org). Direct action can take diverse forms, such as confronting a whaling ship on the high seas, blocking the shipment of radioactive material, or scaling the buildings of a multinational company. The various tactics combine into a "creative confrontation", whereby Greenpeace forces governments and corporations to the negotiating table (Greenpeace 2006a) . that the novel strategy merely extended the adversarial approach, with a view of "advancing environmentalism by interfering in markets" (Stafford et al. 2000, p. 131) . The combination of adversarial and collaborative tactics gave way to an "inside-out" strategy: Inside the boardrooms, Greenpeace was joining forces with private companies to advance the sustainability of marketplaces. Outside the boardrooms, Greenpeace was keeping up a steady base of protestors to ensure that corporate partners followed through on the negotiated agreements (Hartman and Stafford 2006 the Greenfreeze Campaign (strategic bridging), the Kleercut Campaign (stakeholder approach), and a range of marketing agreements for green merchandise. While these examples are typical of Greenpeace's engagement strategy, the systems alliance with Foron-initiated on the background of the Greenfreeze Campaign-involved an exceptionally high degree of mutual commitment.
Insert Table I about here In advocating for corporate responsibility, WWF embraces a paradigm of market-based environmentalism, which calls attention to the inherent interconnection between ecologic, 15 economic, and social objectives. WWF envisages a future in which the private sector makes a positive contribution to the welfare of nature and society by selling solutions designed to tackle the legacy left by decades of unsustainable consumption. A private company should therefore internalize the environmental cost of production operations and implement a business model centered on the creation of value for society (Jeanrenaud and Boulos 2005) .
In order to reform the corporate sector, WWF uses both "pushing" and "pulling" While delivering considerable advantages, collaborative engagement exposes WWF to the risk of losing its moral high ground and reputation. WWF has therefore put in place engagement guidelines (WWF UK 2006): As a primary condition, WWF enters into a partnership only if the 16 engagement provides a "strategic fit" with respect to its conservation mission. As a further condition, the corporate partner should prove to be best in class, or operate in a sector which imposes a minimal or negligible impact on the environment. Yet WWF may also engage companies with a debatable ecological track, provided that the partnership program is designed to realize substantial changes in corporate operations (Jeanrenaud and Boulos 2003) . Table 2 illustrates three examples of the collaborative engagements sought after by WWF:
i) a licensing agreement for a clothing collection, ii) a multi-stakeholder roundtable to advance sustainability in cotton cultivation and iii) a systems alliance to improve the environmental record of Lafarge, the world's largest cement manufacturer. While these collaborations are typical of WWF's engagement strategy, the systems alliance with Lafarge involved confrontation and tension.
-
--------------------------------
Insert Table II about We have however been able to overcome these through mutual respect, by being transparent and willing to discuss, and by taking on the role of a 'critical friend' (Lafarge and WWF 2011) .
here ----------------------------------
CASE STUDIES DISCUSSION
Since ecophilosophy shapes the perception of strategy, it follows that the same strategy assumes diverse connotations, depending on the ecophilosophical orientation of the environmental organization adopting such a strategy. Transactional collaborations like marketing agreements are interpreted and executed in different ways by environmental organizations with a diverse ecophilosophy-such as Greenpeace and WWF. While WWF interprets marketing agreements as the first step in a collaborative journey, Greenpeace adapts marketing agreements in such a way as to avoid close ties with its licensed manufacturers. For example, the disclaimer on Greenpeace's Green Gifts website reads "Greenpeace does not have overview of production processes at CaféPress. We are in dialogue with CaféPress to improve the environmental quality of their product line-you can contribute to this effort by writing to CaféPress and asking them to introduce more organic products, and to drop items such as bumper stickers made from PVC" (www.greenpeace.org). Furthermore, Greenpeace reframes product endorsement as an attempt to support the technology built in the product, rather than the product itself. In the words of Lohbeck, 20 At times we endorse a sustainable technology […] but in no single case we endorse the company or the product as such.
For the products in our catalogue, we guarantee quality on certain aspectssaying, 'this product is made of sustainable cotton', or 'is free from PVC'-but we never endorse the company behind the product (W. Lohbeck, interview data, 18 December 2007).
The Influence of Ecophilosophy on the Perception of Contextual Factors
Our 
The Influence of Perceived Contextual Factors on Strategy Selection
Driven by ecophilosophy, the perception of contextual factors may in turn contribute to influencing the environmental organization's selection of strategies for collaborative engagement. Second, the perception of corporate environmental performance seems to orient the collaborative strategies of anthropocentric organizations, with negative perceptions leading to the avoidance of low-intensity strategies. For example, WWF refused to sign a marketing agreement with Lafarge-a large carbon emitter-but proposed the constitution of a systems alliance to reduce the company's footprint on the natural environment. Doing so, WWF protected itself against the risk of negative image transfer while also pushing the corporate target in the direction of a highly intense collaboration. On the contrary, we observed that ecocentric organizations such as Greenpeace perceive corporate environmental performance as being relatively unimportant for their collaborative engagement. As follows, they are not bound by considerations of the environmental performance of the corporate target in selecting collaborative strategies. In effect, Greenpeace adopted different strategies to bring about change in unsustainable companies, resorting to a stakeholder approach against Kimberly Clark while forming a systems alliance with
Foron. Yet both companies had a negative environmental record, with Kimberly Clark sourcing timber from ancient rainforest and Foron lacking any compliance to sustainability standards. In this regard, ecocentric organizations are able to span the collaboration continuum by assigning little or no importance to their corporate partners.
In summary, our case studies suggest that ecophilosophy influences the selection and Therefore, the influence of ecophilosophy on strategy selection follows two paths, one direct and the other indirect-through the perception of the external context (i.e., problem domain and corporate target characteristics). Interestingly, ecocentric organizations are able to span the entire collaboration continuum, by emphasizing the instrumental purpose of their engagement and portraying their partners as mere pawns in the quest against ecological degradation.
25
CONCLUSION
In this paper, we explored the influence of ecophilosophy-and contextual factors-on the collaborative strategies whereby environmental organizations agree or seek to engage with the corporate sector. We conducted two case studies of environmental organizations with diverse ecophilosophies (Greenpeace and WWF), with each case covering three examples of collaborative strategies. Drawing on the findings of our case studies, we explained the relationships between ecophilosophical orientation, contextual factors, and strategy selection.
Our work provides a twofold contribution to the literature on environmentalist-business collaboration. First, we shed light on the disconnect between ecophilosophy and strategy observed also in prior studies (Turcotte 1995 , Stafford et al. 2000 . Since the meaning of strategy is framed by the ecophilosophical perspective, environmental organizations are able to appropriate virtually any strategy along the collaboration continuum. Since the external context is defined through the ecophilosophy lenses, environmental organizations may select different strategies based on the same problem domain and toward the same corporate actor. Second, by discussing the role of perceived contextual factors, we contribute to bridging the gap between the so-called "centralist" and "marginalist" views of ecophilosophy. While arguing for the central role of ecophilosophy in the engagement strategy of environmental organizations, we suggest that contextual factors-conceived as internal perceptions-contribute to driving the selection among alternative choices.
Moreover, our findings suggest implications for environmental organizations. As a foremost consideration, environmental organizations should be aware of the risks involved in collaborative engagement, and be ready to address potential conflict with the corporate partner. In our case studies we observed several moments of tensions between environmental and corporate partners, making the collaborative engagement a tough dialogue. In order to avoid the risk of 
